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Abstract

In Experiment 1, we conducted a survey in which we asked
a sample of N = 762 participants explicitly about their prefer-
ences regarding reimbursement and experimental duration of
web-based experiments. Participants significantly prefer do-
nations and raffles over other forms of reimbursement in 5-
minute experiments. When experiments take 30 minutes or
longer, participants significantly prefer direct payment. This
finding applies to 15-minute experiments, too, if only data of
PayPal account holders is analyzed (75.23% of our sample).
In Experiment 2, we implicitly measured the preferences of
N = 189 participants by letting them choose between experi-
ments with different durations and forms of reimbursements.
As in Experiment 1, direct payment was the preferred reim-
bursement in longer studies. The most popular choice of du-
ration and reimbursement was to receive direct payment for an
experiment of 60 minutes, which was selected by 57% of all
participants.
Keywords: Web-based Experiment; Incentive; Reimburse-
ment; Lottery; Prize Draw; Online Survey; Sample size; On-
line Research Methods

The interrelationship between incentives, motivation, and
performance is subject to a long-lasting debate in the fields
of social science, economics and psychology. In experimen-
tal psychology, the debate gained new relevance since psy-
chological science has been increasingly focusing on web-
based studies (Lukács, Huber, Talypova, Miccoli, & Reips,
2023; Sassenberg & Ditrich, 2019) and the possibility to re-
cruit participants over the web. Web-based studies provide
new opportunities, such as easy access to participants from
diverse countries, cultures, or with rare characteristics, and
offer an efficient way to realize large sample sizes (Sauter,
Draschkow, & Mack, 2020). A crucial factor in the trans-
formation toward web-based experiments is the reimburse-
ment of participants. It has been shown that incentives influ-
ence different facets of performance, like data quality, partic-
ipation rate and dropout rate. For example, Göritz (2006)
showed in two meta-analyses that whether the participants
received some form of reimbursement or not had significant

impact on the motivation of participants to start a web-based
study. Not only the existence or the amount of reimbursement
per se influences participants’ performance. In web-based
studies, various types of reimbursement exist (Göritz, 2006;
Stähli & D., 2016) and there is evidence that also the type
of reimbursement influences quantity. Ikeda and Bernstein
(2016) showed that the completion rate differed significantly
between reimbursement conditions. The influence of the type
of payment on the quantity was also shown for several studies
conducted on the Crowdsourcing Platforms MTurk (Soratana,
Liu, & Yang, 2022a), finding that increased payments led to
participants being willing to completing more trials. (Mason
& Watts, 2009). This poses the question for researchers of
how the invested resources, i.e. the overall money spent for
reimbursements, can be distributed most efficiently to moti-
vate participants to take part in web-based studies. Most of
the cited literature focuses on studies ran via MTurk, where
many users are viewing their participation as a primary source
of income (Litman, Robinson, & Rosenzweig, 2015). How-
ever, many researchers still recruit a substantial number of
participants for their web-based studies from their university.
We therefore decided to investigate the underlying motivation
of partaking in experiments in such a sample. With the focus
on university members, this work aims to investigate which
types of reimbursement increase the likelihood of participants
to take part in web-based experiments. The findings will pro-
vide evidence-based guidance for experimenters on how the
reimbursement should be designed for their experiments. To
achieve this, we investigate different types of reimbursements
and analyzed how preferences vary across different study du-
rations.

Experiment 1: Questionnaire

In our first study, participants responded to a questionnaire,
indicating their likelihood to take part in fictional experiments
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of varying duration given different types of reimbursement.
We expected to find different reimbursement preferences de-
pending on the experiment’s duration.

Method

Sample The study was created in German on SosciSurvey
and all members of the University of Tübingen were invited
at the 15th of June 2021 via mass email to participate. The
date approximately marked the beginning of the final third
of the summer term, which all students regularly attend to.
Furthermore, the link to this survey was shared in Facebook
groups and displayed to participants after completing other
experiments from our research group. Participants were re-
quired to be proficient in German and to be at least 18 years
of age. Additionally, all participants had to give their in-
formed consent to start the survey. The study was estimated
to take five minutes and no reimbursement was offered. The
study followed the general guidelines of our research group
that were approved by the local Ethics Committee for Psy-
chological Research at the University of Tübingen (Identifier:
Revision 1 Kaup 2020 0807 200).

A total of 1256 people clicked on the link, which resulted
in 933 people starting the questionnaire and 771 completing
it. Only datasets without missing responses were included in
the analysis, which reduced our final sample size to N = 762.
On average, participants were 28 years old (Mage = 28.31, SD
= 10.44), although the most frequent age in this sample was
24 years. The majority of participants were female (70.60%).
A further 25.56% identified as male, 1.59% as nonbinary and
2.25% preferred not to say. Because we included payment via
PayPal as a possible form of reimbursement in the question-
naire, we collected data on how many participants owned a
PayPal account, which turned out to be 75.23% in this sam-
ple.

Material Besides asking participants to provide their age
and gender, questions focused on factors that might influ-
ence participants’ likelihood of participating in fictional web-
based experiments. Every question started with ‘Imagine you
were invited to a web-based study’. Participants were asked
to rate their likelihood of participating in studies of different
durations (5 minutes, 15 minutes, 30 minutes and 60 minutes)
for six different types of reimbursement (1: payment via Pay-
Pal, 2: donation to a charity organization, 3: entry to a raffle
for one voucher per 100 participants of high value, 4: a raf-
fle for five vouchers per 100 participants of medium value,
5: ten vouchers per 100 participants of lower value, and 6:
no reimbursement at all). All options were displayed to each
participant in randomized order. For all conditions (except
for the option ‘no reimbursement’), the amount of money that
was offered was the same, with 10C for each hour a partic-
ipant spends on the experiment. We will give an illustrative
example for one duration: For the experiment of 15 minutes,
reimbursement options were: payment of 2.50C via PayPal
or a donation of the same amount, standing a chance to win
one voucher of 250C among 100 participants, to win one out

of five vouchers of 50C, or to win one out of ten vouchers
of 25C among 100 participants (see Figure 3 for a detailed
overview for Experiment 2, which are the identical options
as in Experiment 1 only lacking the question regarding no re-
imbursement). Self-assessment of their probability to partic-
ipate was provided on a five-point Likert scale, ranging from
(1) ‘very unlikely’ over (3) ‘possibly’ to (5) ‘very likely’. Par-
ticipants were always instructed to answer honestly and intu-
itively.

Furthermore, participants were asked to rate the extent to
which five factors influence their decision to participate in
web-based experiments using a four-point Likert scale with
the options ‘not at all’, ‘a little’, ‘to some degree’, and
‘much’. The five factors evaluated were the type of reim-
bursement, the study topic, the duration, what company the
vouchers are from and whom participants help with their data.

Afterward, participants were asked to answer on a five-
point Likert scale how often they usually partake in web-
based studies and if they have a PayPal account. In two fur-
ther yes-no questions, participants stated whether they con-
sider all types of reimbursement in the previously described
fictional experiments as too low and whether they prefer
course credits over all other forms of reimbursement included
in this survey.

Results

To address the question of participants’ preferred type of re-
imbursement, we analyzed the data separately for each of the
four different durations. For each duration, we conducted
a Friedman test to determine if there were any differences
in participants’ preferences between the available reimburse-
ment options. In the case of statistically significant differ-
ences, we report Kendall’s W as a measure of effect size. We
analyzed which types of reimbursement differed regarding
participants’ preferences in pairwise post-hoc comparisons
using Dunn’s tests, adjusted for multiple comparisons by the
Benjamini-Hochberg procedure, also known as false discov-
ery rate (FDR).

Experiment of 5 Minutes In experiments of five minutes,
participants’ preferred type of reimbursement varied signif-
icantly χ2(5) = 348.65, p < .001. This effect was small
given Kendall’s W = 0.09, CI = [0.07, 0.11]. Dunn’s tests
revealed that all comparisons involving PayPal and no reim-
bursement were highly significant, with ps < .001, making no
reimbursement the worst and 0.80C payment via PayPal the
second-to-worst form of reimbursement for an experiment of
five minutes. Donation (0.80C) is significantly preferred over
a chance to win one voucher of high value (80C) (p = .003)
and over one voucher out of five vouchers of medium value
(16C) (p = .03). Participants’ preference regarding the three
types of raffles did not differ significantly (ps = .22 - .60). De-
scriptively, donation (Mdn = 4) was the most preferred form
of reimbursement over all types, as can be seen in Figure 1.
Out of all comparisons with donation, only the comparison
between donation and a chance to win one out of ten vouch-
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ers of low value (8C) did not reach significance (p = .10).

Experiment of 15 Minutes In experiments of 15 minutes,
participants’ preferred type of reimbursement varied signif-
icantly χ2(5) = 656.55, p < .001. This effect was rather
small (Kendall’s W = 0.17, CI = [0.15, 0.19]). Again, no
reimbursement was the least preferred reimbursement (ps <
.001). This time, the second-to-worst option was the raffle
with a 1% chance to win a voucher of high value (250C) ps
< .001. There was no clear favorite between the other forms
of reimbursement. Except for the ten vouchers worth 25C
being preferred over five vouchers worth 50C (p = .01) and
over a 2,50C Payment via PayPal (p = .04), all other compar-
isons were non-significant (ps = .18 - .68). Descriptively, the
probability of participating was higher for the raffle with ten
vouchers (Mdn = 4) than all other forms of reimbursement, as
shown again in Figure 1.

Experiment of 30 Minutes In experiments of 30 minutes,
participants’ preferred type of reimbursement varied signifi-
cantly χ2(5) = 914.74, p < .001. This effect was rather small
(Kendall’s W = 0.24, CI = [0.22, 0.27]). Dunn’s tests pro-
vided us with a rather clear ranking of preferred reimburse-
ments for this duration. The worst reimbursement was again
no reimbursement (ps < .001), followed by a raffle with a
chance to win only one voucher of high value (500C) with p
= .02 for the comparison to a raffle of five vouchers worth
100C, all other comparisons to the raffle for one voucher
were highly significant (ps < .001). In turn, a raffle with five
vouchers was preferred over those options with ps < .001.
Comparisons to a raffle with ten vouchers worth 50C and to
donation (5C) were significant, with p = .03 and p = .001,
respectively. Only the comparison between a raffle including
ten vouchers and donation did not reach significance (p = .26),
making these forms of reimbursement the second-best choice
(all other ps < .001). Payment via PayPal (5C) was the reim-
bursement where participants reported the highest likelihood
to partake in this experiment (ps < .001), with Mdn = 4 com-
pare with all other forms of reimbursement. For illustrations,
see Figure 1.

Experiment of 60 Minutes In experiments of 60 minutes,
participants’ preferred type of reimbursement varied signif-
icantly χ2(5) = 1107.10, p < .001. This effect was small
to moderate in size (Kendall’s W = 0.29, CI = [0.26, 0.32]).
Looking at the pairwise comparisons, the pattern seen in the
30-minute experiment with payment via PayPal being the best
and no reimbursement being the worst form of reimbursement
was the same for this duration. Again, the comparison be-
tween a raffle with ten vouchers and one voucher was highly
significant (p < .001). However, the order of preferences be-
tween all three raffles and donation was less clear: The com-
parisons between ten 100C-vouchers and five 200C-vouchers
and the comparison between one voucher worth 1000C and
donation (10C) was significant (p = .004 and p = .02, respec-
tively). The other three comparisons were non-significant (ps
= .14 - .27).

Figure 1: Reported likelihood to take part in a study of given
duration and reimbursement on a five-point Likert scale.

Responses to Explorative Questions
Of 762 participants who submitted full datasets, 7.61% pre-
ferred course credits over all forms of reimbursement. An
additional 9.45% stated that all options of reimbursement in
the questionnaire were too low. The majority of participants
reported to ’sometimes’ take part in web-based studies, as can
be seen in Table 1. Taken together with those who take part
’often’ and ’very often’, they make up 85% of our sample.

Table 1: Reported Frequency on Likert Scale (in Percent) of
Partaking in Online Studies

never seldom sometimes often very often

0.92% 13.52% 58.14% 22.44% 4.99%

Figure 2 shows how much participants believe that their de-
cision to take part in any web-based experiment or not is in-
fluenced by the five factors ‘Type’ of reimbursement, ‘Dura-
tion’ of the study, ‘Topic’ (what the study is about), ‘Voucher:
Company’ (which company the vouchers they stand to win
are from) and ‘Who profits?’ in a sense of which institution
or research group participants help with their participation. A
Friedman test revealed that the influence of these factors dif-
fers significantly (χ2(4) = 746.67, p < .001), but with a rather
small effect size (Kendall’s W = 0.25, CI = [0.22, 0.27]).
Pairwise comparisons via Dunn’s tests revealed that eight out
of ten comparisons were highly significant (ps < .001), the
two exceptions being ‘Voucher: Company’ and ‘Who profits’
with p = .47 as well as ‘Topic’ and ‘Type’ (p = .14). There-
fore, duration was clearly the most influential factor on partic-
ipants’ decision of whether to partake in a web-based study.
This was followed by both type and topic. Which company
a voucher is from and whom they help with by participating
influenced participants the least.
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Figure 2: Participants rated on a Likert Scale (1-4) how much
each factor influenced their likelihood to take part in a study.

Discussion
In short experiments, participants liked donations signifi-
cantly better than all other forms of reimbursement except
for the ten voucher raffle, which they only descriptively pre-
ferred less than donation. Participants showed no clear pref-
erence for any reimbursement in 15-minute experiments. For
experiments of 30 and 60 minutes, payment via PayPal is the
preferred option. All options lead to a higher likelihood of
participating than no reimbursement. If analyzing the data of
the 75% of participants who have a PayPal account, payment
via PayPal turns out to be the preferred form of reimburse-
ment for experiments lasting 15 minutes and longer. Regard-
ing raffles, we found that participants generally preferred raf-
fles with higher odds of winning a lower-value voucher.

Experiment 2: Behavioral Study
In Experiment 2, we examined whether the pattern of partici-
pants’ preferences can be replicated in a naturalistic use case.
We invited participants via email to a psycholinguistic web-
based experiment and let them choose among different study
durations and reimbursements before starting the experiment.
With this approach, we intended to examine if the observed
pattern of participants’ preferences reported in Experiment 1
can be found in participants’ actual behavior, too. We hypoth-
esized that participants’ preference for studies differs based
on study duration. Further, we expected participants’ pref-
erence for reimbursement options to differ within each study
duration. Specifically, we expected the same pattern as in
Experiment 1 regarding studies of 30 and 60 minutes, where
participants clearly preferred to be paid directly.

Method
This work was preregistered (https://osf.io/zgrau) and ap-
proved by the Ethics Committee for Psychological Research
at the University of Tübingen (Identifier: 2022 0118 245).

Sample A total of 219 participants of the University of
Tübingen took part in this experiment (Mage = 24.17, SDage
= 6.5, female 78.30%, male 18.51%, non-binary or not spec-
ified 3.17%). All participants gave informed consent prior to
their participation. The participation criteria were a minimum
age of 18 and German language proficiency at native speaker
level.

Procedure An email with an invitation to a psycholinguis-
tic web-based experiment was sent via mass-mailing to all
students of the University of Tübingen. For web-based exper-
iments, it is a highly effective and common approach to send
study invitations to mailing lists (Reips, 2009). The email
was sent on January 13, 2023. This was the first week af-
ter Christmas break and it marked the beginning of the final
third of the fall term. Data collection was closed on January
30, 2023. The email contained an invitation to a psycholin-
guistic study, with the vague description that the study inves-
tigates how people understand and process language. Partici-
pants were informed that they can choose the study duration
among four options (5 minutes, 15 minutes, 30 minutes or 60
minutes) and that they can choose among different kinds of
reimbursements (10C per hour are offered for the respective
duration).

After clicking on the link, participants had to give their
informed consent and state their age and gender. Thereafter,
participants had to choose a study duration. On the next page,
the reimbursement options were shown for the selected dura-
tion. We decided to offer the same duration and reimburse-
ment options as in Experiment 1 (except for the option to re-
ceive no reimbursement, as this option was barely chosen in
Experiment 1). Since this would have resulted in an extraor-
dinary high amount of experimental costs, we decided to use
the ‘psycholinguistic’ experiment as a cover study, so partici-
pants thought they were applying for a real experiment, while
there was no actual experiment. Once participants had cho-
sen the reimbursement option, the experiment ended and par-
ticipants were informed about the true purpose of this study
and why the psycholinguistic study was used as a cover story.
They were asked to give their informed consent once again
and to indicate whether they had suspected the true intention
of this study beforehand.
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We are looking for participants for different psycholinguistic
studies, which differ mainly in their duration. Please select the
study you would like to participate in now:

❍ 5 minutes
❍ 15 minutes
❍ 30 minutes
❍ 60 minutes

You have chosen the study with a duration of 5 minutes.
What should your reimbursement look like?

❍ Donation of 0.80C to a charity organization
❍ Payout of 0.80C via PayPal or bank transfer
❍ Participation in a raffle with a 10-percent chance of

winning a voucher worth 8C
❍ Participation in a raffle with a 5-percent chance of winning

a voucher worth 16C
❍ Participation in a raffle with a 1-percent chance of winning

a voucher worth 80C

You have chosen the study with a duration of 15 minutes.
What should your reimbursement look like?

❍ Donation of 2.50C to a charity organization
❍ Payout of 2.50C via PayPal or bank transfer
❍ Participation in a raffle with a 10-percent chance of

winning a voucher worth 25C
❍ Participation in a raffle with a 5-percent chance of winning

a voucher worth 50C
❍ Participation in a raffle with a 1-percent chance of winning

a voucher worth 250C

You have chosen the study with a duration of 30 minutes.
What should your reimbursement look like?

❍ Donation of 5C to a charity organization
❍ Payout of 5C via PayPal or bank transfer
❍ Participation in a raffle with a 10-percent chance of

winning a voucher worth 50C
❍ Participation in a raffle with a 5-percent chance of winning

a voucher worth 100C
❍ Participation in a raffle with a 1-percent chance of winning

a voucher worth 500C

You have chosen the study with a duration of 60 minutes.
What should your reimbursement look like?

❍ Donation of 10C to a charity organization
❍ Payout of 10C via PayPal or bank transfer
❍ Participation in a raffle with a 10-percent chance of

winning a voucher worth 100C
❍ Participation in a raffle with a 5-percent chance of winning

a voucher worth 200C
❍ Participation in a raffle with a 1-percent chance of winning

a voucher worth 1000C

Step 1:

Step 2:

Figure 3: Information presented to the participants (translated
into English). Each participant only saw the reimbursement
options for the duration selected in the first step. The reim-
bursement options were depicted in randomized order, and
there was no back button.

Conditions First, all participants chose the duration of the
experiment in which they wanted to participate in. Second,
participants selected their preferred type of reimbursement.
The monetary compensation varied depending on the selected
duration of the experiment. Five options were offered. 1: do-
nation to a charity organization, 2: direct payment (e.g. via
PayPal or bank transfer), 3: participating in a raffle with a
high chance of winning (10%) a low value prize, 4: partici-
pating in a raffle with a 5% chance of winning, 5: participat-
ing in a raffle with a low chance of winning (1%) a high value
prize. The relative monetary compensation was the same for
each duration with payment being worth 10C/hour per partic-
ipant. Figure 3 shows what was displayed to the participants.

Results

30 participants suspected the true intention of the study and
were excluded from the analysis, which reduced our sample
size to N = 189. Each participant chose one combination of
duration and reimbursement, absolute frequencies are shown
in Figure 4. To analyze participants’ preferences, the Poisson
distribution was used for all generalized linear models.

First, it was investigated whether participants’ preference
for studies differs depending on the duration of the study. A
likelihood-ratio test indicated that the model including dura-
tion provided a better fit for the data than a model without it
(χ2(3) = 131.82, p < .001).

The second question was whether participants’ preference
for reimbursement options differs within each study duration.
A likelihood-ratio test indicated that the data is significantly
better explained by the model including an interaction be-
tween reimbursement and duration than a model without it
(χ2(12) = 72.24, p < .001).

Thirdly, for taking part in longer studies of 30 or 60 min-
utes, we expected that participants prefer to be paid directly
over other forms of reimbursement. Therefore, we analyzed
the subset of data for 30 minutes and 60 minutes, by using the
model count ∼ reimbursement, family = poisson and contrast
coding, setting ‘direct payment’ as the reference level. For
the duration of 30 minutes, direct payment was significantly
preferred over all other options of reimbursement (donation:
z = −2.53, p = .01; raffle 10%: z = −2.53, p = .01; raffle
5%: z = −2.81, p = .005; raffle 1%: z = −2.81, p = .005).
This was also the case for a study duration of 60 minutes. Di-
rect payment was significantly preferred over all other options
for reimbursement (donation: z = −6.47, p < .001; raffle
10%: z =−6.47, p < .001; raffle 5%: z =−4.66, p < .001;
raffle 1%: z =−6.12, p < .001).

Discussion

Overall, the most preferred option was the combination of
getting paid directly in a web-based experiment with a dura-
tion of 60 minutes (57% of all participants chose this option).
The results show that the preferred option of reimbursement
differs depending on study duration. For longer studies, di-
rect payment is the preferred form of reimbursement.
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Figure 4: Participants’ choice in Experiment 2. Absolute fre-
quencies are provided for each combination.

General Discussion
Experiment 1 and 2 showed that direct payment was clearly
the preferred form of reimbursement for experiments of
longer durations (30 and 60 minutes). For experiments of
only five minutes, participants preferred all other forms of re-
imbursement over being paid directly. Participants may per-
ceive the low payment as not worth the time to provide pay-
ment information. Additionally, Heyman and Ariely (2004)
found that participants, who were promised a low compen-
sation (0.50$), showed significantly lower effort in all tasks
than participants in all other conditions (high compensation
(5$), unspecified amount of compensation or none). Even
though we kept the relative compensation in short experi-
ments the same as in longer experiments, the absolute value
of 0.80C may not have served as an equally strong incentive
for participants to complete short experiments of 5 minutes
compared to higher absolute compensation for longer experi-
ments. We chose a constant hourly rate of 10C/h (minimum
wage) in our experiments, which is the recommended com-
pensation for studies approved by the local Ethics Commit-
tee for Psychological Research at the University of Tübingen.
However, based on our findings, investigating how different
hourly compensation rates influence participation rate is of
interest to future research.

In both experiments, lotteries were never the best choice to
reimburse participants in experiments of all durations, though
we found tendencies that participants may prefer raffles for
multiple vouchers of low value over raffles for few vouchers
of higher value. Literature provides mixed findings for lot-
teries. For example, one study measuring response rates to
online panel invitations found that lotteries increased partic-

ipation in a large sample (Pedersen & Nielsen, 2014). How-
ever, Göritz and Luthe (2013) showed that lotteries seem to
work only as an incentive for people with low motivation. If
the topic of an experiment is already highly salient and par-
ticipants are intrinsically motivated, a lottery is unlikely to in-
crease the response rate, according to Marcus, Bosnjak, Lind-
ner, Pilischenko, and Schütz (2007). Besides that, raffles mo-
tivate people with lower incomes to participate, but not people
with higher incomes. Given that we recruited participants via
university mail, it is safe to assume that the majority of our
samples were students and therefore with low or no income.
However, in Experiment 1 participants reported a mean age
of 28 years with SD = 10 which might indicate that our sam-
ple also contains people who are already employed and draw
a salary. This may explain our mixed findings regarding lot-
teries. Therefore, depending on the expected income of the
population of interest, the suitability of lotteries may vary.

In Experiment 1, participants rated different motives to
take part in web-based experiments. Duration was the most
influential factor, followed closely by the type of reimburse-
ment and the topic of the study. Bosnjak and Batinic (2002)
identified key factors influencing participation in 1996, show-
ing that curiosity and a general willingness to contribute to
research were regarded as more important than material in-
centives. Whereas Buhrmester, Kwang, and Gosling (2011)
reported Among MTurk participants that making money was
a subordinate motive for participation, Litman et al. (2015)
detected a shift in motivation and found that earning money
became the primary motivator on MTurk and that working on
MTurk is a primary source of income for some participants
Litman et al. (2015). It is reasonable to assume that the sam-
ple in our study varies substantially from those participants
on MTurk or other platforms. We sampled among university
members, which showed their willingness to take part in Ex-
periment 1 for getting no compensation for their contribution.
While these characteristics of our sample are a limitation to
keep in mind regarding the generalizability of our findings,
it further completes the general picture of the increasing im-
portance of monetary compensation. It is still up to future
research to systematically investigate to which extent partici-
pation rate varies between different samples.

Another related point to consider is that different samples
(along with varying motivations) may produce different data
quality. Data quality of web-based experiments can be influ-
enced by the type of reimbursement (Soratana et al., 2022a;
Soratana, Liu, & Yang, 2022b) and by different compensation
schemes (Ikeda & Bernstein, 2016; Mason & Watts, 2009).

Aside from the investigated influence of duration and re-
imbursement type, absolute compensation and compensa-
tion scheme are probably influencing participants’ prefer-
ence. Further studies are needed to systematically vary rela-
tive in addition to absolute monetary compensation, to inves-
tigate data quality in addition to participation rate and how
the influence of these factors differs between different popu-
lations.
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